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. 
 A B S T R A C T  
This study the effect of social media marketing activities on brand love and brand 
trust that has an impact for brand loyalty of Visval Bags Consumer. This study uses 
independent variables from Social Media Marketing Activities, the dependent varia-
ble is Brand Loyalty, Brand Love, and Brand Trust. The survey was conducted with 
a total of 100 respondents who used social media, learned about Visval Bags, bought 
and used Visval Bags in Gresik, Bangkalan, Mojokerto, Surabaya, Sidoarjo, and 
Lamongan (Gerbang Kertasusila). This study uses a non-probability sampling tech-
nique. The data collected was analyzed through WarpPLS 6.0 Structural Equation 
Modeling as a tool. 
The results of this study indicate that Social Media Marketing Activities significantly 
influence Brand Love and Brand Trust. The effect of social media marketing activities 
on brand loyalty is not significant, and brand love and brand trust significantly in-
fluence brand loyalty. 
 
1. INTRODUCTION 
The rapid development of social media today is inseparable from the ease of creating social media. Eve-
ryone and business people can create your own social media at low cost. If to have traditional media such as 
television, radio, or newspapers requires a lot of capital and a lot of labor, then social media is different. 
Social media is defined as an online application program, platform or media that facilitates interaction, col-
laborative work, or content sharing (Richter and Koch, 2007). Social media plays a role when marketing com-
pany activities to build individual relationships with customers and provide companies with opportunities 
to access customers (Kelly et al., 2010). 
Indonesia is one of the countries that has the second largest number of social media users in the world. 
Facebook, Twitter, Instagram and others from Indonesia occupy a fairly large portion of the total social media 
users. The term social media marketing activity refers to all activities and measures that social networks use 
to influence, increase customer reach and loyalty. Social media is one of the most effective, flexible, and cost-
effective marketing tools.  
The British social media company Hootsuite conducted a research on We Are Social shown in the report 
"Digital Around the World 2019", it is revealed that out of a total of 268.2 million people in Indonesia, 150 
million of them have used social media. Thus, the penetration rate is around 56%. The research results pub-
lished on January 31 have a research duration from January 2018 to January 2019. There has been an increase 
of 20 million social media users in Indonesia compared to last year. The millennial generation, commonly 
referred to as generation Y and generation Z, dominate the use of social media. 
Visval bags can be said to be very frequent in marketing activities on social media, starting from Insta-
gram, Twitter, and YouTube. Visval does often release product details not only in product photos on websites 
or social media networks, but also through short 30-second videos on YouTube. Not only on Instagram, Vis-
val is also active in the Line chat application by providing product details such as which bag is suitable for 
use in certain situations. Many of the customers have issued video reviews on YouTube to review the quality 
of Visval Bags products. 





The integrated marketing communication approach helps companies identify the most appropriate and 
effective methods of communicating and building relationships with their customers (Hermawan, 2012: 52). 
Instagram Visval itself also often interacts with its customers regarding Visval products, what events will be 
held in the near future. Visval is also quite active in providing promo notifications or discounts to customers 
via Social Media. 
Visval has also received several reviews from YouTube, the difference between reviews on the website 
and YouTube is that the website reviews from an outline perspective, while YouTube is an individual or 
personal review. This reflects that every good review expressed by YouTubers on Visval Bags reflects the 
brand's trust in Visval Bags that has met the indicators of brand trust, namely the brand meets expectations, 
does not disappoint, and is consistent. 
Based on this background, it is important to study the influence of social media activities in relation to 
efforts to form brand love and brand trust, therefore this study aims to examine the effect of social media 
marketing activities on brand love and brand trust which has an impact on brand loyalty. on Consumer 
Visval Bags. 
 
2. THEORETICAL FRAMEWORK AND HYPOTHESES 
Relationship between Social Media Marketing Activities with Brand Love 
In research conducted by Algharabat (2017), it can be found that social media members actively interact 
with the brands they like on Facebook to share their experiences (Belk, 2013). Furthermore, as part of social 
media marketing activities, consumers who like brands on Facebook can be associated with several reasons, 
such as having an expression of value, a preferred brand is often associated with members of its community, 
looking for more relevant information and building identity (Roblek et al., 2013; Parker, 2012). Cha (2009) 
also stated that there is a relationship between the level of entertainment, using social media, and the inten-
tion of customers to continue browsing social media. 
H1 : Social Media Marketing Activities have a positive significant effect on Brand Love 
Relationship between Social Media Marketing Activities with Brand Trust 
According to Ibrahim and Aljarah (2018), Brand Trust can mediate social media marketing activities on 
customer loyalty and revisiting intentions. Brand trust is very significant for fostering customer satisfaction 
and loyalty to brands on the Web (Ha, 2004). Trust is considered to be one of the keys to improving relation-
ships with consumers, and it has been recognized that trust is a core variable for building long-term relation-
ships with consumers. Marketing activities can be a solution to interact, exchange information and promote 
products to increase trust. The use of social media as a marketing tool is carried out because this marketing 
strategy offers various opportunities to achieve business goals, one of which is trust. 
H2 : Social Media Marketing Activities have a positive significant effect on Brand Trust 
Relationship between Social Media Marketing Activities with Brand Loyalty 
Research conducted by Ibrahim and Aljarah (2018) states that the results obtained from the dataset show 
a positive relationship between social media marketing activities on customer loyalty in five-star hotels in 
North Cyprus. According to Ismail (2017), social media has become a center for promoting goods and services 
that allow marketers to actively communicate with customers. Also, it has shifted the previous one-way com-
munication channel to a two-way communication channel which allows more customer engagement and 
creates a sense of equality between consumers and their brands (Evans, 2011). 
H3 : Social Media Marketing Activities have a positive significant effect on Brand Loyalty 
Relationship between Brand Trust with Brand Love 
A study by Albert and Merunka (2013) shows that brand trust has a significant positive effect on brand 
love. Trust often appears to describe feelings of love between partners (Fehr, 1988). Furthermore, trust is 
empirically associated with love and intimacy (Larzelere and Huston, 1980). 
H4 : Brand Trust have a positive significant effect on Brand Love 
Relationship between Brand Love with Brand Loyalty 
According to Algharabat (2017), which follows the study of Yoo and Donthu (2001), measures brand 
loyalty through overall attitude loyalty. Furthermore, attitude loyalty in this context includes consumers' 
commitment to the brands they love and their intention to buy the brands they love. In the offline context, 
literature (Albert and Merunka, 2013; Batra et al., 2012; Bergkvist and Bech Larsen, 2010; Carroll and Ahuvia, 




H5 : Brand Love have a positive significant effect on Brand Loyalty 
Relationship between Brand Trust with Brand Loyalty 
According to the study of Huang (2017), from a conceptual point of view, if customers feel a sense of 
security, that is, believe, in a brand, they may buy it in the near future or have purchase intentions, that is, 
behavioral loyalty. Likewise, customer attitude loyalty must develop over time, when their trust in a brand 
builds up. Since attitude loyalty refers to the level of commitment of customers and their attitude towards 
the brand, it has an emotional component (Chaudhuri and Holbrook, 2001). 
H6 : Brand Trust have a positive significant effect on Brand Loyalty 
 
3. RESEARCH METHOD 
Based on the definition of population, the population in this study is the consumers of Visval Bags in 
Gresik, Bangkalan, Mojokerto, Sidoarjo, and Lamongan cities. Researchers will use 140 samples, 40 samples 
to see the results of the validity and reliability tests. In this study, using Non Probability Sampling, namely 
purposive sampling technique, which means that sampling is only for respondents who have bought or 
know only Visval Bags products. 3.6 Research Instruments 
In this study, the questionnaire was selected by the researcher as a research instrument and distributed 
to respondents / customers to be tested. The questionnaire as data in this study will later be distributed 
online via social media, namely by sharing the Google Form link with prospective respondents. Data analysis 
technique is using Structure Equation Model & WARPPLS 6.0 as a tool. The stages of analysis using PLS must 
go through at least a six-stage process where each stage will affect the next stages, namely: 1. Conceptual 
Model, 2. Determine the algorithm analysis, 3. Determine the resampling method, 4. Using path diagrams, 5. 
Model Evaluation, 6.Report of the results. In PLS analysis consists of two sub models, namely the measure-
ment model or Outer Model and the Inner Model structural model. The measure used to measure the relia-
bility of the indicator is by looking at the Loading Factor value of each construct indicator. 
 
4. DATA ANALYSIS AND DISCUSSION 
In descriptive analysis, it is proven by the criteria for respondent characteristics based on age, respond-
ents aged 18-25 years have dominated. According to research from Hidayati (2018), of 1,074 students in Ja-
karta and Surabaya, it was found that 20.9% of these students liked shopping and buying things they wanted 
and used only for fun or to fulfill their satisfaction. Respondents based on gender have been dominated by 
women with a value of 64%. according to Mustika & Astiti (2017), online shopping is getting more attention 
by the public, especially women aged 18-25 years. There are many motives for shopping online ranging from 
internal to external.  
Respondents based on the length of time using social media were dominated by the length of time using 
social media, namely more than 3 years with a value of 92%. According to Supratman (2018), the information 
society has found abundant convenience since entering the internet era. The community is also increasingly 
connected to interact with each other. They communicate, behave, work, and think as a digital society (digital 
native). Respondents based on recent education have been dominated by high school adolescents. According 
to Wati & Suryanto (2016), The large number of malls in urban areas also causes adolescents to behave ex-
cessively consumptive, especially high school students who do that consumptive behavior because they tend 
to imitate the behavior of idolized figures in the form of using everything. their idols wear. 
The results of the WarpPls 6.0 Output analysis can be proven that the hypothesis has a significant effect 
except for the third. The estimation results of Social Media Marketing Activity (SMMA) have a coefficient of β 
0.28 on Brand Love (BLove). This effect is positive and significant because the p-value <0.01 is less than 0.05. 
This proves that the Social Media Marketing Activity hypothesis has a significant positive effect on Visval Bag 
Consumer Brand Love, proven true because the hypothesis is acceptable. The results of this study are in line 
with the results of research conducted previously by Algharabat (2017).  
Social Media Marketing Activities have a positive effect on Brand Love. The estimation results of Social 
Media Marketing Activity (SMMA) have a coefficient of β 0.69 on Brand Trust (BT). This effect is significant 
positive because the p-value <0.01 is smaller than 0.05. This proves that the Social Media Marketing Activity 
hypothesis has a significant positive effect on Visval Bag Consumer Brand Trust, proven true because the hy-
pothesis can be accepted. The results of this study are in line with the results of previous research conducted 
by Ibrahim & Aljarah (2018) which stated that Social Media Marketing Activities have a significant effect on 




Brand Loyalty (BLoyalty). This effect is not significant positive because the p-value of 0.50 is greater than equal 
to 0.05 and the beta coefficient value is 0.00. This proves that the Social Media Marketing Activity hypothesis 
does not have a significant positive effect on Visval Bags Consumer Brand Loyalty, the truth is not proven 
because the hypothesis is rejected. The results of this study are also proven by Seric & Pranisevic (2017) which 
stated that Social Marketing Activities do not have a significant effect on Brand Loyalty. The estimation results 
of Brand Trust (BT) have a coefficient β of 0.63 on Brand Love (BLove). This effect is positive and significant 
because the p-value <0.01 is smaller than 0.05. This proves that the Brand Love hypothesis has a significant 
positive effect on Visval Bags Consumer Brand Trust, it is proven to be true because the hypothesis is accepta-
ble. 
The results of this study are in line with the results of research conducted previously by Albert & Merunka 
(2013). Brand Trust significantly affects Brand Love which states that positive brand trust leads to positive 
Brand Love, Brand Trust indirectly fosters a sense of love and love for consumers. against a brand. The estima-
tion results of Brand Love (BLove) have a coefficient β of 0.52 on Brand Loyalty (BLoyalty). This effect is positive 
and significant because the p-value <0.01 is smaller than 0.05. This proves that the hypothesis of Brand Love 
has a significant positive effect on Brand Loyalty of Visval Bags Consumers, it is proven to be true because the 
hypothesis is acceptable. The results of this study are in line with the results of research conducted by Alghar-
abat (2017) that Brand Love has a significant positive effect on Brand Loyalty. 
The estimation results of Brand Trust (BT) have a coefficient β of 0.60 on Brand Loyalty (BLoyalty). This 
effect is positive and significant because the p-value <0.01 is smaller than 0.05. This proves that the Brand Trust 
hypothesis has a significant positive effect on Brand Loyalty of Visval Bags Consumers, it is proven to be true 
because the hypothesis is acceptable. The results of this study are in line with the results of research conducted 
previously by Huang (2017). Brand Trust has a significant positive effect on Brand Loyalty which states that 
positive brand trust leads to positive Brand Loyalty presents the analysis of the related results, theories, and 
hypotheses (if any) based on the writer’s reasoning. Data analysis and discussion should be presented in brief 
but clear and it is not dominated by table presentation. 
The tables which are presented should not be the rough output but in the processed and brief summary 
(Rathbun, West & Hausken 2003). Tables and pictures are presented consistently in the center and the titles are 
above for the tables and below for the pictures. It presents the analysis of the related results, theories, and hy-
potheses (if any) based on the writer’s reasoning (Simpson 1997). Data analysis and discussion should be pre-
sented in brief but clear and it is not dominated by table presentation. The tables which are presented should 
not be the rough output but in the processed and brief summary (Porteous 2007). Tables and pictures are pre-
sented consistently in the center and the titles are above for the tables and below for the pictures (Albanese 
2009). 
 
5. CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS 
Based on the results of the analysis, the researcher can conclude (1) Social Media Marketing Activities 
have a significant positive effect on Visval Bags Consumer Brand Love. The first hypothesis (H1) which states 
that Social Media Marketing Activities have a positive significant effect on Brand Love is accepted and 
proven to be true. (2) Social Media Marketing Activities have a significant positive effect on Visval Bags 
Consumer Brand Trust. The second hypothesis (H2) which states that Social Media Marketing Activities have 
a significant positive effect on Brand Trust is accepted and proven to be true. 
(3) Social Media Marketing Activities have no significant effect on Brand Loyalty of Visval Bags Con-
sumers. The fourth hypothesis (H3) which states that Social Media Marketing Activities have a significant 
positive effect on Brand Loyalty is rejected and the truth is not proven. (4) Brand Trust has a significant 
positive effect on Consumer Brand Love of Visval Bags, the fourth hypothesis (H4) states that Brand Trust 
has a significant positive effect on Brand Love is accepted and proven to be true. (5) Brand Love has a signif-
icant positive effect on Brand Loyalty of Visval Bags Consumers. The fifth hypothesis (H5) which states that 
Brand Love has a significant positive effect on Brand Loyalty is accepted and proven to be true. (6) Brand 
Trust has a significant positive effect on Brand Loyalty of Visval Bags Consumers. The sixth hypothesis (H6) 
which states that Brand Trust has a significant positive effect on Brand Loyalty is accepted and proven to be 
true.  
Based on the results of this study, it can be seen that the highest influence is social media marketing 




of the content presented, interactions with customers, discuss trends / things that are being discussed. cus-
tomization, and the risks that are felt when using Visval Bags. b. In developing social media, Visval Bags 
consistently updates so that the content displayed does not seem monotonous and is getting up to date. 
Collaborating with artists or several agencies related to fashion products, especially bags or those who 
know Visval Bags products, to create a sense of love or love when consumers see their favorite public figures 
wearing the brand. To increase brand loyalty through social media marketing activities, which is proven in 
this study to have no significant effect, companies can stimulate consumers by word of mouth on social media 
through various types of sales promotions, then they can involve consumers as promoters of their brands by 
offering monetary incentives, such as coupons. , discounts, keeps membership cards, and offers consumers 
the possibility to win prizes through various types of contests, thereby increasing their engagement with 
brands on social media. 
The limitation in this study lies in some respondents who refuse to provide information about personal 
data in the form of names, addresses, and contact numbers so that it takes a long time to collect data. Re-
searchers have to find replacement respondents. Respondents who still do not provide information about 
personal data forced not to use this data as a sample to be tested later. 
Researchers' limitations in collecting small sample respondents were hindered by the COVID-19 pan-
demic so they could not collect respondent questionnaires directly (conventional) so online media was used. 
3. Researchers limit the origin of the respondents to only Gresik, Bangkalan, Mojokerto, Surabaya. Sidoarjo, 
Lamongan, but researchers have difficulty getting respondents, especially in Bangkalan, Gresik, and 
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